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Abstract can afford it and because it saves their time to do
i ] ) ] something (Dietrich, 2010), (Hospers, 2004).

In today’s volatile economic environment, market ) - )

demands are changing  constantly. In According to Fourastié (1949), the human tragedy is

manufacturing industry, end-users and that people always want more: once their material

takehold tarti o d d luti needs have been met, they long for immaterial ging
stakehoiders are starting 1o demand SOIUlONS-g, ., 55 cuylture, recreation and services to extend
products with services. Companies need to rethinkpeir free time. The work required to create such

their value chain and shift from cost-leadership to services places severe demands on intellectual,
differenciation strategy. This, however requires social and communicative skills. For these reasons
reorganization of enterprise structure and quaternary sector of the economy has started te hav
management, creating  collaborative inter- an effect in creating value for secondary andagyti
organizational networks (value alliances) and Sector by providing information about the end-users
better integration with stakeholders and end-usersmarkets and partnership possibilities (Popper, 2000

in order to maximise value for the customers. The quaternary sector of the economy describes a
knowledge-based part of the economy which

This paper gives a reader an overview of thet pically includes services such as information

background of these changes as well as brings oufeneration and sharing, information technology,
some main future directions companies can take inconsultation, education, research and development,
order to be competitive. Ideas of value starfinancial planning, and other knowledge-based
intermediate information service organization and services. Quaternary sector refers to a part of the
proactive behavior are introduced and linked with tertiary sector. In the quaternary sector, cormgmni

value alliance concept. invest to ensure further expansion. It is seen as a
way to generate higher margins or returns on
Keywords investment. Research in quaternary sector is

o ] ] therefore directed into cutting costs, tapping into
Manufacturing industry, value alliance, proactive markets, producing innovative ideas, new production
thinking, intermediate organization, information methods and methods of manufacture, amongst
service, value star others (Busch, 2008).

In the field of manufacturing there are also some
early signs of shift from production- centred
An economy consists of the economic system of manufacturing to  production-service centred
country or other area. Consumption, saving anghanufacturing. As quality and low price of a produc
investment are core variable components in theave become prerequisites, the market is now
economy and determine market equilibrium. Therbecoming to demand extra services from
are four main sectors of economic activity: primarymanufacturers.  Distribution, product lifecycle
secondary, tertiary and quaternary. management, database services, prototyping, testing

inancial services, repair and maintenance and

. i
In economic developmen_t, long-run StrUCtura[:onsulting are just few of the services customer ca
changes among the fo_ur main sectors of an €CONOTHYve henefit from. One can assume that the demands
base on .the chqnges in demands. Hlerarchy of ne 2 manufacturing company will increase in time. |
is associated with different saturation levels loé t order to be ready for the shift, enterprises wilkd
goods of the four sectors. In the course of inéngas to make changes in their' strategy, structure
income, the demand for goods of the primary SeCt%anagement and start looking fo’r partner-’
(raw material) is first saturated, further incresasé nterprises t’o unite the strengths and face the

income lead to a saturation of the demand for goo "y : :
of secondary sector (finished products). Accordin ?lallenges of the futures high-demanding business

3nvironment.
to Fourastie (1949), only the demand for goods in
the tertiary sector (service) will never be satedat First section of this paper gives a brief overviefv

People want more and better service because thelyanges in the economical landscape of
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manufacturing industry that have lead to a need faretworks (Supply chain network, manufacturing
enterprises to reframe their strategies, change theluster etc.). This enables companies within the
structure and management. Second section examimeswork to share costs, knowledge and offer full
proactive behaviour of an enterprise and finds sonsmlutions to end-users. Firms can specialize isgho
possible links with the fields of individual andactivities best suited to their particular sets of
organizational psychology. Third chapter defines thresources (Liao, 2010), (Kirytopoulos, 2010).
relationship between end-users, intermediate% oo o

: . ollaborative inter-organizational networks, whe ar

suppliers and stakeholders as well as introduces . e
. iming to maximize customer value, can be called
some problems related to value creation procegs . .
. . : . " “Value alliances. As those alliances have both
within an enterprise. Intermediate information,_~ - : . . ;

: horizontal and vertical cooperation hierarchies,
supplier concept and value star concept are :
. : mpanies often need to compete and cooperate
introduced as possible means to overcome thoég

: -bétween each other at the same time, leading to
problems. Fourth section suggests how proac:tlvhlgher complexity. It is important to define whaet

thinking and value maximization focused strategiesom eting activities are and what collaboration
can be implemented the in modern value alliancg mPeng & .
tivities within a value alliance are.

concept. Finally section 5 concludes and discuss&§
implications and limitations of this work. It is possible to achieve an effect of synergyhinit

1ch . facturing indust collaboration activities, maximizing the value. At
anges In manutacturing industry the same time, close feel of competition makes

The Industrial Revolution (18-19 century) marks £ompanies work harder and makes the alliance more
major turning point in human history, when almostompetitive in global market. Therefore, competitio
every aspect of daily life was eventually influedce from between companies will be shifted to
in some way. Most notably, average income an@ompetition between alliances (Morish, 2002).
population pegan to e>§h|b|t unprecedented sustain Proactive behaviour

growth (switch from primary to secondary sector o

economy). Manual labour and draft-animal-baset@ihe adjective “proactive” has been widely used in
economy switched towards machine-basethe fields of business strategy, management, ptoduc
manufacturing, soon toward assembly linalevelopment, manufacturing and other fields of
manufacturing, which enabled to produce highscience. However, it is difficult to find explanati
volume and -quality products. Modern Japanese Sand definition for this term. As proactive behaviou
Sigma and lean manufacturing concepts of todayg relatively well covered in individual psychology
enable to reduce waste, increase quality and fulfileld, we are trying to describe what proactive nea
customer needs. by creating links with individual psychology.

As customer demands saturate in time, enterprisBsoactive behaviour is not the same as an adaptive
constantly need to find ways to offer new delighterperformance, in which individuals modify their
for customers (Kano model). In general, there argehaviour to meet the demands of new situations.
two competitive business strategies a company caithough adaptivity involves adapting to change,
choose- cost leadership and differentiation (Voolgroactive behaviour involves initiating change.
2010). Most of the modern manufacturing industryProblem prevention, acting to prevent the
chase to cut its costs and overheads, so thegoccurrence of challenges and barriers to work, ha
implemented distributed manufacturing and globabeen identified as an important proactive behaviour
manufacturing. Production was taken to low-costoo (Parker, 2010). In order to be proactive- atéi
production countries, far from customers and R&zhange, relevant information about the current
departments. situation as well as an idea of possible new

. . . __situations is required. This description of proaeti
The other manufacturing strategy, that is beCommgbehaviour seer%s to be applicablz in busFi)ness and

trend in order to meet growing demands for ﬂexibleOr anization strate
fast, well-planned manufacturing, is differentiatio 9 gy
The aim of this strategy is to add some valuelfer t 2 1 proactive behaviour in individual psychology

customer and distinguish in market. One way to ) . ] o

organizational network (value alliance), using inte Self-starting, change oriented and future focused.

connected web systems. Theory and evidence suggest that proactive goals
) (moving higher on career ladder) will be more likel
1.1 Value alliance to result in effective striving and hence achieveme

Manufacturing has become a very wide area A} the goal, if they:

economy; it requires a very broad range of Are specific and challenging

information  (end-user needs, new market

opportunities, new possible partners, feedback et Are learning focused (rather than solely
knowledge and resources to function well. performance oriented)

Companies have understood that they cannet Include sub goals and planning (it is possible to
provide everything that customers are demanding get some feedback on the way to achieving a
alone and have started to form inter-organizational goal)
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Goal generation processes occur prior to tasknderstanding an enterprise. As enterprises atk lea
engagement, creating a “road map for action” (Cheloy individuals, basic psychological theories must b

& Kanfer, 2006). It involves envisioning andrelevant also in business environment. Therefore,
planning, under one’s own volition, the goal taongri with reference to proactive behaviour in individual
about a new different future by changing the selpsychology, we argue that a proactive enterprise ha
and/or the environment (Bindl & Parker, 2009)a “relatively stable behavioural tendency” to iaié
Envisioning involves anticipating future outcomeschange in the environment. It tends to make things
and mentally representing and imagining a persohappen, by anticipating and preventing problems,
situation or event at some forward point in timeand seizing opportunities. Proactivity is very
There are three higher categories of individuaélev important in today's decentralized workplace, where
proactive behaviour at work (Parker, Bindl, &there is greater competition and enhanced pressure
Strauss, 2010). Motivation determines the directiofor innovation (Sharon & Parker, 2010).

of behaviour as well as its form, intensity aan we see a value alliance as an integration of
duration, and hence common motivations are IikeIgnter rises with different abilities be?mavioural
to direct proactive behaviour toward having a P '

particular target of impact (Sharon &Parker, 2010): pattern anq skills, bUt. at the same time, the same
goals- fit in the environment, we can possibly

e Proactive person-environment fit behaviourimplement some methods or tools from individual
encompasses proactive goals to achieve a betigychology and work environment design fields in
fit between one’s own attributes and those of therder to give a clear proactive direction to the
internal  work  environment  (by actively gutcomes of the system. As there are many proactive
negotiating changes in their job so that it bettegnterprises with different knowledge, skills, aist
fits their Ski"s, abilities and preferences, Ob-jO and proactive behaviours (proactive person-
role negotiation) environment fit behaviour, proactive work

e Proactive work behaviour- involves proactivebehaviour, proactive strategic behaviour) in aueal
goals to improve the internal organizationaRlliance, there is a very high potential to make bi
environment (taking charge to improve workchanges in environment that are beneficial fottedl
methods within an organization and proactive€ompanies within the system.

problem solving) , , As being proactive requires a good understanding of
 Proactive strategic behaviour- taking controle cyrrent situation and an idea of the possible
and bringing about change o iMProvechanges companies within a value alliance need to
organization’s strategy and its fit with thep,e relevant amount of information. However, as
external environment (issue selling, strategiggiecting, synthesizing and organizing information
scanning) is expensive, it would be reasonable to have one
Before an individual will decide to actintermediate organization within a value alliance
proactively, there has to be a set of motivationsthat would provide all the companies involved with
e ‘Can do’ motivation- self-efficacy perceptions 'elevant information. Due to the fact that mostref
(Can | do it? How feasible is it? How risky isClusters are formed within one or two economical

it?), fields, cost for information would be shared.
e ‘Why to’ motivation- desirability of future goals ] ] )
(Why do | need to do it? What will | get?) 3 End-users, intermediates, suppliers,

If individuals perceive that the effort involvedtizo stakeholders and value creation

costly in terms of time, money, energy or otheln order to form a successful business strategy,

resources relative to the gain they may providey th management process and organizational capabilities,
will not engage in proactive coping. However reasogp enterprise needs to understand who its customers
to motivation might be more important in proactivgstakeholders) and end users are and where in the
goal processes than can do states, particularly fg[,siness process the value (they sell) is created.

very long-term oriented proactive goals. It alSths paper we distinguish end-users, intermediates,

appears that having fair proce_dures ensures th?dppliers and stakeholders. End-users are the
individuals feel safe to be proactive, whereasck la .
customers, who are going to use the value of a

of procedural justice might render proactive action

as overly risky. If the leaders are passive inrthefcJrOdUCt and service. Suppliers are the companies

personality, they might be “supportive”, but not inWho participate directly in value creating process

ways that stimulate proactivity (Parker, Bindl & (raw material, production, distribution service .etc

Strauss, 2010). suppliers). Direct val_ue is created in primary,

_ o _ secondary and tertiary sector of economy.
2.2 Proactive behaviour in an enterprise and Intermediates are the companies of quaternary
value alliance sector, providing primary, secondary and tertiary

If we see an enterprise as a self-conscious al@ctor with systemized information about end-users’
rational organism with a goal to fit in the delighters, new markets, possible partners and of

environment, we can possibly carry some theoriesther kind they need to make decisions.
and models from individual psychology over tolntermediates create indirect value to both endsuse
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and suppliers. Stakeholder-relationships can t
found within a supply chain as well as out of it. |

general, a stakeholder is a party that benefitm fro
the product, service or information. The other part
is a supplier.

3.1 Value creation \
As some decades ago companies were focused to Value

the costs, today enterprises are interested creating
process

managing their companies to create value. Ol
management philosophies are outmoded. Howeve
creating stakeholder and end-user value requir
more than the will to succeed. It requires concrel I

plans and real action- to systematically prepare !
win. It is a holistic approach to strategic
management and should be the focus of everything
company does (Armour, 2001).

In textile industry, the supply chain is quite longFigure2: Value star
Raw materials sold within a supply chain are,
processed many times before becoming part of thé
final consumer product and a desirable featurk integrated supply chain network each supplier/
offered by a raw material may or may not have apurchaser interface tends to operate at local level
impact on a end-user's level of satisfaction (Rexjfe With managers focusing on the performance of their
2003). There are also some intermediates such @4n operations and interfaces. There is little
agents (import or export), who may add cost bifgedback about end-user needs and expectations to

may not add value. (Popp, 2000). The same gog?se other end of the supply chain due to the ldck o

with machine building and mechatronics industrySuitable ~mechanism ~and the long timescales.
Figure 1 shows how demand chain and supply chalﬂev'tably also the Ianguage used to describe iodu
are linked within a value chain and how information eatures is of a technical type and not the languag

material and service are handled in regula f the en_d—user (Redfern, 2003.)' There_ is a need fo
X intermediates, who handle the information flow that
enterprise. . :
is needed to make the economy work. Intermediates
improve communication between buyers and sellers
____________ _‘_/é'_-,U_E__C_H__A_'N,_______,,____x by acting as a hub. They are able to integrate
markets over space and time, adding value by
improving co-ordination, effecting integration of
supply and demand (Popp, 2000).

2 Intermediate information organizations

| Information costs may be regarded as a
ST=ET= TN DT T T T T ' generalization of transaction costs and occur @ th
| collecting, communicating and storing of
information, and in costs of calculation and forgin
the judgements on which decisions are taken. This
| makes the theory of information costs useful- the
_/ outcome of decisions regarding the trade-off
between the value of a piece of information and the
cost of its collection determine “what informatien
collected and to whom”.  Market-making
Developments in information technology enable tintermediation is one of the most important sources
receive and share information faster anafadded value in the entire economy (Popp, 2000).
concurrently.. This saves cc_)sts, time and_hberases The ability of intermediaries to economize on
from constraints such as time (where things can l?ﬁformation costs is a two-stage process. First
done), place (where things can be done), actor (Whyogh  specialization, learning and  cross-
can do what) and constellation (with whom thinggpsidization, their costs of collecting informatio
can be done) (Normann, 2001). It is now beneficigla, pe  reduced. Second, by collating and
to see the whole value creating process as a valggnthesizing collected information, they can both
star instead of value chain (Figure 2), wherel&l t jmprove the quality and reduce the quantity of
suppliers (product, production, service, distriboti  jnformation fed to those whom they communicate.
marketing etc.) as well as end-users (by expressimgtermediates’ principal role is to handle inforinat
their needs) are adding value collaboratelly. flows rather than material flows and add valueh t

PURCHAS
-ING

MANUFAC
-TURING

DISTRIBU-
TION

Raw
materials,
production
resources,
parts

Production,
assembly,
testing

Figure 1: Value chain
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end user as well as companies within a system land distributing organization within a system.

doing this (Popp, 2000). Relevant information about end-users™ needs, new
. . . markets and new opportunities for finding partners
As often information costs are considered to be togre beneficial for all the companies involved ie th

expensive for a company, often th's activity 'System as well as to the end-users. System can make
reduced to minimum and enterprises seek f

information about new markets, customer need etter strategies, compete in global market and
: ’ rovide solutions to end-users. Moreover, good
possible new network partners etc when they are .
. .. . Service enables to create customer-based

pushed out of their comfort zone. However, it is

. ; ) . relationships, based on creating long-term business
theoretically possible to integrate market-makin : . o .
. . S . . elationships within a value alliance. Everyone
and information handling intermediates into valu

alliances in order to share the costs of informratio%enef'ts'

As usually enterprises within collaborative netwsork
have similar end-users and they are in similg
=
Value alliance
(raw material,

markets, the information they need to mak
strategical decisions and planning is also similar.

production, assembly,
distribution, service,

is not reasonable (and possible) for all the
PLM, R&D)
N luti Se":cro%frs
Sol utlcns es‘ /.d
Delighters @
Intermediates can be seen as an antenna, receiving,

enterprises to have information department. Cos
can be shared within a value alliance. Companie
from quaternary sector are able to suppl
manufacturers with such kind of information at
analysing and systemizing information from endfigure 4 Roleof intermediatesin between
users, stakeholders, new markets, new partners angkenolders, value alliance and business
distributing it to the value alliance (Figure 3). environment
/—\ / ™~ 5 Discussions
the end user. As no company alone can provide it

reasonable prize- they have sufficient expertise
New
partners
Interme- alone today, companies need to form collaborative

tools and knowledge to optimize costs and provid
stake- diates Value alliance inter-organizational networks and partnershipssThi

high quality information.

holders enables companies within the network to share costs
knowledge and offer full solutions to end-users.
Firms can specialize in those activities best duite
/ their particular sets of resources.

Possible
partners

I N
+ Anticipate "=+ -*. .
Stakeholders | yocires '_'1‘) Intermediates

Changes in customers demands require
manufacturing enterprises to reform their strategie
and start providing solutions with maximum value to

©

\  DEMAND SPACE ) [ \ SUPPLY SPACE
Although the need for changing firms’ strategy is

INFORMATION BARRIER fairly well documented in marketing, strategy and
manufacturing literatures, guidance from
information management perspective is relatively
poor. Processes required to develop and nurture the
4 Integrating the powers of proactive partnership beyond the initial decision to forgetsu

thinking and value maximization focus a relationship are important to understand in otder

into modern value alliance prevent  mismanaging potentially  valuable
partnerships. Further research needs to be done to

Product quality and low cost have become expectedver also information and knowledge sharing
measures, some end-users have now desire for sostiategies in partnerships.

added value with a product-service. Proper servi .
. ; . . Some decades ago companies were focused to cut
marketing and product planning requires creativ X . )
e costs, today enterprises are interested in

visualization to effectively evoke a concrete imag ; ; :
anaging their companies to create value.

in the service consumer's mind. That means ollaborative inter-organizational networks aimin
requires proactive thinking- self- initiating chasg . 9 9
to create maximum customer value can be called

in customers satisfaction level without knowingV ;

. “value alliances.
what he wants. However, in order to set proactive
goals, sufficient amount of high-quality informatio As end-user and stakeholders® needs are changing
is needed. As the main principle of value alliaige very fast and the competition in market is densiyi
to share costs and resources, it is practical @ hadue to globalization, companies need to think
one intermediate information collecting, systengsin proactively. Being proactive requires a good

Figure 3 Information barrier between supply and
demand; antenna of intermediates to overcome it
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understanding of the current situation and an afea 8.
the possible changes that can occur. Therefore
companies within a value alliance need to have
relevant amount of information. Collecting,
synthesizing and organizing information is
expensive; therefore it would be reasonable to have
an intermediate company within a value alliance tha
would provide all the companies involved with
relevant information at reasonable prize.

Although the need for added value creation is Weﬁo'

documented in literature, information acquisition
possibilities as well as successful informationvéo
are not explained. It is important to know what
“value” means to end-users, stakeholders and
suppliers.
different within a supply chain, we can argue that
there is a need for intermediate information supply
organization, crossing the information barrier,
between suppliers, business environment
stakeholders.
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